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Perfection of Artistic Illumination” 


HOLOPHANE ARC 


You cannot afford to 


be without full particulars 
concerning this cluster. 


Let us show YOU. 


YOU WANT 
THE DOLLARS 


Yon have only one object in selling 
Electric flat irons—to make money. 

You don’t make money when women 
return irons taken on free trial. 

You don’t make money when the 
irons you put out come back for 
repairs. 

You only make money when the 
irons give satisfaction and are used 
regularly. 


AMERICAN 


STEEL CLAD IRONS 


give satisfaction. Put them out on 
the thirty days’ free trial plan and 
they stick. They look better, act 
better, are better, than any other iron 
on the market. Test one yourself 
and see. 


PATENT APPLIED FOR 


MADE FOR 


STANDARD and 
TANTALUM LAMPS 


American Electrical Heater Co, 


DETROIT, MICH. 


NOTE—Let us tell you how to sell 
American Steel Clad Irons success- 
fully. 


WRITE FOR PRICES, DISCOUNTS, ETC., To 
HOLOPHANE COMPANY 
SALES DEPARTMENT 
227-229 Fulton St. 


New York 


‘ 
£ 
i 
\ /) 
: 
3 
: 
| 
4 
| 
ng 


aA» 
wy 


CHICAGO, ILL. 


We'll tell you how. 


Eastern Agent—Federal Sign Sytem (Electric) 
317 W. 42d St., New York. 
In writing to advertisers, mention ‘‘Selling Electricity.” 


GOLD MINE 


You can do the same. 


SELLING ELECTRICITY ADVERTISERS. 
A central station manager writes us that he paid 


for his signs and netted eight cents per K. W. for his 


ELECTRIC 


current. 
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SELLING ELECTRICITY ADVERTISERS. 


E. are the oldest and largest manufacturers 

of art glass domes and shades from opales- 
cent glasses in America. Our new book on port- 
ables should be in the hands of every Central 
Station man who has a display room---who is think- 
ing of opening a display room. It will show you 
a line of portables that will sell in your territory. 


Write Today 


Unique... 
Art Glass & Metal Co. 


Brooklyn, New York 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY 


A Magazine of Business Getting for Central Stations and Electrical Men Generally 


FOR JULY, 1907 


Causes of Municipal Ownership 
By Glenn Marston. 


Profit in the Electric Auto 
How the Union Electric Light and Power Co., of St. Louis, 
niakes the agency business pay. 


Mind Reading by Proxy 
By Earl E. Whitehorne. 


News That Advertises 
By W. E. Hicks. 


Trimming the Costs 
By William H. Stuart. 


Odd Corners for Display 


Taking Your Own Medicine 


Facing the Music 


An Exclusive Heating Appliance Store 


A Fan and Flatiron Campaign i 
By E. F. McCabe, General Manager Mifflin County Gas & Electric Co, 
/ 


Ideas From Everywhere 
The Month in the Field 


Editorial 
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this month’s magazine to make an 
appeal for subscribers. 

@ We want your dollar. 

SELLING ELECTRICITY is 


to be more than a mediocre success, we must have tt. 


@For six months we have distributed a great many sample 

| copies of SELLING ELECTRICITY. We have not 
been importunate in the matter of subscriptions, preferring 
to leave the question to your judgment. A good many 
have responded. Probably more central station managers 
and contract agents have voluntarily subscribed to SELLING 
ELECTRICITY than to any other paper in the electrical 
field. 

@But we need more—we need you. 

@And you need SELLING ELECTRICITY. 

@When you consider that a single idea taken from our pages 
and applied to your business means hundreds, even thousands 


of dollars in profits to your company, doesn’t a single dollar 
seem a small price to pay? 


@Co-operate. 


@You've had the magazine six months free. You've read 


it and profited. Now it is time to do your part by digging 
down after that dollar. 


@Do it today. 


AN af 
AY E. TAKE the most prominent page in 
( WV 
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CAUSES OF MUNICIPAL OWNERSHIP 


In this Series of Articles, an Expert on “Municipal Affairs Who Has Followed Agitations 
in all Pacts of the Country, Analyses the Unrest Which Underlies 
Municipal Ownership Agitation. 


By GLENN MARSTON 


PART 1—POOR SERVICE. 


There are over 1,200 municipal lighting plants operating in the United 
States. 

At the present time a number of central station companies, representing 
a huge investment of capital and effort in building up a business for the better- 
ment of their cities, are facing violent and unnecessary municipal ownership 
agitation. 

To overcome it may mean a merciless cutting of rates, with its accompani- 
ment of reduced efficiency, the granting of concessions, unjairalike to the 
company and the public. 

To bow to it means the loss of valuable business, the confiscation of fran- 
chise rights, the shrinkage of values, the loss of the confidence of the public. 

But what shall we do? 

Before we can name the cure we must lay bare the cause. 


companies have it wholly right with the people on these ques- 
within their power to elimin- tions will have little difficulty with 
ate four of the chief causes for muni- the other causes—popular feeling 


light and power ployes. The company which gets 


cipal ownership agitations—poor ser- 
vice, high rates, real or fancied un- 
fairness in connection with differen- 
tial rates, and an arbitrary, high- 
handed policy on the part of em- 


against monopoly, political aspirants 
or demagogic newspapers. 

Poor service is usually due to old 
equipment, and new equipment can- 
not be bought without money. It is, 
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therefore, directly up to the com- 
pany’s solicitors to increase the com- 
pany’s income to a point where bonds 
can safely be issued or improvements 
be charged to operating expense. 
When a prospect complains of poor 
service tell him that the more current 
he uses the better service he will get. 
Point out the cost of service connec- 
tions, the cost of maintenance charge- 
able to him alone, the thousand and 
one possible accidents that may hap- 
pen between the boiler room and his 
meter. 

Dissatisfaction with poor service is 
almost always due to the reticence of 
a company in making clear the diff- 
culties of properly operating an elec- 
trical enterprise. This reticence is 
proving to be the worst sort of a 
boomerang. Because the average 
consumer knows nothing about the 
business except that it is easier to 
turn a switch than fire a boiler, he 
thinks that everything connected with 
electricity is correspondingly easy. 
He thinks that municipal ownership 
will cure his troubles because he 
doesn’t really know the cause of his 
troubles. <A city plant is just as liable 
to accident as a private plant; but if 
your consumer doesn't know that, can 
you blame him for wanting to try 
something new ? 

When you go for a man’s business, 
show him how much the company 
is doing in order that he may be given 
the service he is getting. Show him 
how much it costs the company to 
cut down his power cost. Show him 
how much more reliable electricity is 
for lighting than kerosene. Ask him 
if he ever forgot to fill the lamp or if 
his gas ever froze up on_ him. 


Ask him if he always has a lamp 
chimney on hand in case the one in 
use is broken. Make him compare 
your service with the best he can get 
elsewhere. If he is a power con- 
sumer find out how many times his 
engine broke down before he took 
your service. If he suggests muni- 
cipal ownership as a cure for his ills, 
ask him if his own business is without 
a flaw; ask him if he thinks the city 
could run it with fewer mistakes than 
he makes. 


If your company’s service is not up 
to the mark, improve it. If you can- 
not do that go out and get enough 
business to force your directors to 
make improvements. Don’t wait 
until dissatisfaction is too great to 
be reasonable. Don’t wait until the 
politicians get after your scalp. Don’t 
wait until your machinery wears out. 
If it breaks down at all, let it be from 
overload. Let your directors know 
that you are doing your part for the 
company and its up to them to do 
theirs. 

The short-sighted policy of letting 
old equipment, which must necessarily 
mean poor service, last on until it is 
good for nothing but junk, has resulted 
in more agitation for municipal owner- 
ship than any other one cause, perhaps 
excepting high rates. With good ser- 
vice to back him up a solicitor can go 
out for business with a clear con- 
science and a firm belief that, regard- 
less of rates, he can deliver the goods 
he promises. 

The money spent in advertising 
in the newspapers, in educating the 
public up to the difficulties of the 
electrical business will be money well 
spent. The greatest mistake that 
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can be made is the mistake of think- 
ing your business will be hurt if you 
tell the public your troubles. You 
criticise the people for advocating 
municipal ownership when they are 
wholly ignorant of the first principals 
of central station management. Yet 
who is responsible for that igno- 
rance? Who is it that refuses to 
divulge a word for fear of—well, 
nobody knows what? Who is it that 
waits until the people have lost all 
patience with the company before 
they.can learn anything? 

When a solicitor goes up against a 
poor service complaint it is up to 
that solicitor himself to see that the 
complaining satisfied. 
It should be his business to investi- 
gate and report fully to his customer. 
He should not turn in a memoran- 
dum to the office and forget it. That 
is what breeds discontent. That is 
what makes poor service doubly poor, 
and unbearable in proportion. 


customer is 


Get the confidence of the people. 


Make them think you are treat- 
ing them the best you can and they 
will treat you right. If you are self 
centered and careless about the 
quality of your service they have a 
right to criticize you. If you pursue 
a public-be-damned policy the public 
will damn you in no uncertain terms. 
You will get municipal ownership 
and deserve it. From which man do 
you buy your dry goods, your shoes, 
your groceries—from the man who 
sits and waits for you to tell him 
what you want and then gives you 
what he pleases, or from the man 
who is glad to have your patronage 
and shows it? Is the fact that your 
business is monopolistic any reason 


why you should be less considerate 
of your customers or prospects ? 
The very character of the electrical 
business should make you even more 
careful than if you had a competitor. 
It is the helplessness of the consumer 


Glenn Marston 


smarting under unfair treatment that 
has bred the popular feeling against 
monopolies. The popular belief is 
that the best service is competitive 
service—and in too many cases that 
belief is warranted. Get at the peo- 
ple with your side of the case— 
through the newspapers, through 
your solicitors, and through an effec- 
tive mailing system; show them what 
you have to contend with, what you 
are doing to overcome obstacles, 
what they can do to help you, and 
you will have gone a long way 
toward heading off the greatest curse 
that has ever beset the electrical in- 
dustry. 
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PROFIT IN THE ELECTRIC AUTO 


HOW THE UNION ELECTRIC LIGHT & POWER COMPANY, OF 
ST. LOUIS, IS BOOMING AUTOMOBILE CHARGING 


Electric Light and 

Power Company finds 
any set of conditions tending to 
retard the larger use of electricity 
by the public, in any of its various 
forms, it is untiring in its efforts to 
promptly bring about a new set of 
conditions which will stimulate a de- 
velopment along the same lines where 
it had formerly been retarded.” 

This statement of policy is found in 
the preface of a pamphlet on elec- 
tric automobiles, recently issued by 
the Union Electric Light and Power 
Company of St. Louis, and explains 
why that company not only maintains 
a garage and charging station under 
the supervision of its battery experts, 
but is in the automobile agency busi- 
ness as well. 

In Februrary, 1906, there were less 
than thirty electric autos in St. Louis. 
At that time there were about 1,000 in 
Cleveland. Figuring an average of 
10 miles per machine per day at, 
roughly, one cent per mile for current, 
the Union Company discovered that 
its annual income from auto charg- 
ing was only $1,095 as against $26,- 
500 received by the Cleveland Illumi- 
nating Company. The discrepancy 
was sufficient to inspire the Mis- 
sourians to action. 


A temporary charging station was 
established and placed in command of 
the company’s battery experts whose 
experience, gained through caring for 
several thousand hp. of station battery, 
assured the public of proper care for 
their batteries. Under this mild stim- 
ulus, the number of electric autos in- 
creased from 30 to 100 in a year and 
the prejudice against this type of car, 
due chiefly to battery troubles, was 
largely overcome. 

This small success encouraged the 
Union Company to more ambitious 
plans. It was argued that as nobody 
was as vitally interested in pushing 
the electric auto as was the company, 
it might properly enter the agency 
field and add aggressive salesmanship 
to what had been merely moral en- 
couragement. 

A large garage was secured, having 
a frontage of four stores, at 39th and 
Morgan Streets, which was thor- 
oughly equipped for the work to be 
undertaken. Exclusive sales agencies 
of two popular machines were se- 
cured, a competent salesman was put 
in charge and aggressive advertising 
undertaken. 

March 15th the Automobile De- 
partment was organized: on April 1st 
it exhibited its product at the first 
St. Louis auto show: by May 15th, 
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$25,000 in business had been secured. 

The means used to accomplish this 
remarkable result have been clean- 
cut, aggressive solicitation backed by 
intelligent and convincing advertising. 
The Union Company did not “go off 
half-cocked.” The auto show was a 
fortunate co-incidence which enabled 
those having the department in charge 
to come prominently before the public, 
and they took the fullest advantage of 
their opportunity. A register was 
opened at their exhibit and all visitors 
who evidenced a bona fide interest 
were booked for future attention. 
Ninety-five “live” prospects were thus 
secured as a basis for action. 

The business so far secured has 
been about equally divided between 
pleasure and commercial vehicles, the 


Central Station Enterprise in St. Louts. The Union Electric Light and Power Co.'s Garage 


latter chiefly light delivery wagons 
for retail stores. 

In one case, a large dry goods firm 
was won over to the electric wagon 
by a practical demonstration over its 
hardest delivery route. The trial 
covered 33 miles, two men and two 
boys delivering 133 packages in eight 
hours. The same route ordinarily re- 
quires two teams and takes twelve 
hours. So convincing was this de- 
monstration that the dry goods people 
have arranged to abandon their entire 
stable in favor of the electric ma- 
chines. 

The policy of demonstrating the 
cars to whomsoever is honestly in- 
terested is carried, out with pleasure 
vehicles as well as commercial, and in 
this connection at least one very 
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clever innovation has been made. It 
being well known that the electric 
runabout or stanhope is essentially a 
lady’s car, the company has arranged 
to employ a young women demon- 
strator who will have charge of the 
‘Ladies’ Branch” and who it is ex- 
pected, will be able to handle the 
feminine clients more advantageously 
to the company and more satis- 
factorily to the ladies. 

The advertising used in connec- 
tion with the automobile campaign is, 
as has been said, both intelligent and 
convincing. Every objection to the 
electric car is met and disposed of 
almost before the objector can voice 
it. Concrete argument, pointedly 
localized, is the material distributed 
to gain business in the auto depart- 
ment. 

One scheme, is especially worthy of 
notice: The old objection to the ef- 
fect that the usefulness of an electric 
auto is confined to short runs on the 
city streets been 


having voiced 


frequently by those whom the Union 
Company was endeavoring to interest, 
a record run was made to refute this 
allegation. The course chosen was 
from the garage, by a popular road to 
practically every country club and 
resort within easy reach of St. Louis, 
the entire trip being 46% miles and 
taking in 10 popular resorts. The 
run was made in March, over hilly 
country roads for the most part, at an 
average speed of 12 miles per hour. 
A full account of this run, illustrated 
with map and giving details of the 
performance of the machine made a 
very strong piece of advertising. 

The work so far done by the Union 
Electric Light and Power Company is 
but an indication of future accom- 
plishment in this field. With the light- 
ing company supervising the care of 
batteries and putting itself actively in 
the field as sponsor for the electric 
automobile, there is no reason why a 
considerable business cannot be built 
up by others as it has been built up by 
Mr. Powelson’s company. 


** The Convention Daily ”’ 
“The CONVENTION DAILY is all that could be desired. We 


commend the clever work of the editor and publisher most highly.” 


— Trade Press List, New York. 


“| write to congratulate yourself and your company upon the issue of 


the CONVENTION DAILY. When one who did not attend the con- 
vention could hear so much in praise of the DAILY as I have heard, it 


speaks well for the popularity the paper met with. It was certainly a good 
advertising stroke for the C. W. Lee Company, and we appreciated the 
issue as an excellent advertising medium for ourselves.” 
—E. F. Kirkpatrick, Sales Manager, 
McRoy Clay Works, Chicago, Ill. 


“The DAILY was very cleverly gotten up and you deserve the thanks 
and congratulations of everybody.” —George Williams. 
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MIND READING BY PROXY 


A Successful Way of Combating the Isolated Plant Evil 


NE of the greatest misfortunes 
which the central station 
manager has to struggle 

against is inability to read the minds 
of his customers. The customers, of 
course, have no advantage over him in 
this respect, but then they are on the 
other side of the fence. Conse- 
quently, the central station man is 
constantly consuming valuable gray 
matter in vainly endeavoring to dis- 
tinguish the simon-pure bluff from the 
genuine ultimatum—to determine 
whether a threat is founded on hope 
or facts—in short, to be able to readily 
answer the question “When is an 
isolated plant not a plant?” 

The consumer of current for light- 
ing only is not so susceptible to the 
contagion of “private plantmania”’ as 
is the manufacturer operating -motor 
driven machinery. The consumer of 
light only is likely to be either too 
small to be seriously attracted by the 


By EArL E. WHITEHORNE 


isolated plant idea or, in the case of a 
manufacturer, is operating his plant at 
night only at such times as the press 
of business may demand an abnormal 
output. 

This classification applies mainly to 
the industrial world, as obviously long 
hour burners, such as Department 
Stores, may be classed with the power 
customers as always open to the in- 
fluence of some friend who runs a 
plant. 

It usually starts that way of course. 
The friend comes along with interest- 
ing reports of money saved through 
the installation of his own plant. His 
figures may be all off, he may have 
forgotten to charge any depreciation, 
to figure in the interest on his invest- 
ment, or his statement may be in- 
flated with some other imaginary 


profit, but it all goes in the argument, 
So Mr. Disgruntled Customer sits. 


down and begins to figure. He adds 
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up his power bills for the year, and 
makes a note of that day last 
December when he was shut down 
for half a day after the storm. Then 
he gets some figures on a generator 
outfit, and forgets to add in the cost 
of that Monday morning when the 
engineer comes in with a bad head 
and a worse temper, blows out a few 
coils, or what not, and shuts him down 
for two days. He does not see the 
necessity of duplicate parts to fore- 
stall such trouble, he forgets that 
carbons wear out, that oil costs much 
money, that the price of coal soars 
high now and then, that engine and 
boiler troubles come, and above all, 
he knows nothing of the mental 
anguish that comes with this added 
detail and responsibility which he is 
so anxious to shoulder. 

The figures “look good to him” and 
after some clever calculating he calls 
on the station manager and tells him 
what sort of a rate he must have if he 
is to stay on the company’s lines. 

Now, if he is a wise man and open 
to the influence of good arguments 
the manager may shake his faith a 
bit in that plant, and he will go back 
to his shop and think it over and 
probably forget it. But given that he 
stands by his guns—what then? His 
load has been constant and off the 
peak, his bills have been regular, his 
credit is good, and the company needs 
his business. So the manager is 
worried. If it is a pure bluff, what is 
the best way to call it? If not, what 


is the minimum compromise that will 
conciliate the “plantomaniac?” How 
can he find this out? How can he 
read his man’s mind? 

He knows that he can get no assist- 
ance from his own soliciting force. 
No representative of the company 
can talk on a fair footing to a cus- 
tomer who has reached this degree of 
discontent. The arguments by which 
the day must be won, will never carry 
as much weight where they are 
subject to suspicion and prejudice, as 
they will when used in the course of 
a friendly conference. 

The only practical way to reach this 
man and appeal to his unbiased judg- 
ment, is through his contractor. If 
the company has fostered the good 
will and support of the contractors 
operating in their territory, it should 
be always possible to bring the neces- 
sary pressure to bear to prevent the 
installation of isolated plants. 

Not only is the average contractor 
willing and glad to give the company 
this support, but he can do even more 
along the lines of reporting the 
growth of any serious dissatisfaction. 

Moreover, there are good reasons 
why the contractors should lend their 
aid in this work, for the company dis- 
tributes many plums in the course of 
the year, and the man who helps will 
not go hungry. 

And that is the answer. 

Mind reading cannot be done by the 
manager himself, and his proxy must 
be the contractor. 


You may wonder why some rather bright appearing men never seem to advance, 


but if you could see their travel-bags, you would read the inscription: “Bound 
for Nowhere in Particular.” 
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NEWS THAT ADVERTISES 


The First of Two Practical Articles on How to Keep Your Company Favorably 


Before the Public in the News Columns of your Daily Papers 


By W. E. Hicks 


PART | 


ANY central station managers 
M have wondered why demon- 
strations which they have 
gone to the expense and trouble of 
bringing before the public give such 
disappointing and unsatisfactory re- 
sults. The demonstrations may have 
been perfect in every particular, the 
gatherings of people all that could be 
expected, and yet there have been dis- 
couraging results. 

The manager may cudgel his brain 
in vain to find the reason for this re- 
sult. He may go carefully over every 
particular of the display, he may study 
every detail of it, and come to the con- 
clusion that he did all that could be 
done to make it a success. Then it 
will be natural for him to conclude 
that demonstrations are not the thing 
for his locality and that the public will 
not take to them. 

The truth is that the manager omit- 
ted one of the most important parts of 
the demonstration; that is, getting it 
before the readers of the local papers. 
This can be done often by bringing to 
the attention of local reporters the 
“news value” of the demonstration, 
either by suggesting it to the city edi- 
tor or, if you know a reporter, by in- 


viting him to see the demonstration, 
trusting to his inventive genius to dis- 
cover the news in the display. If you 
are well up on the subject you may 
be able to suggest to the reporter lines 
along which he can write his article so 
as to make it news. 

The following incidents will serve 
as illustrations: In a certain small 
city in New England, there was a 
demonstration of the electric flatiron 
at the office of the lighting company. 
The second day after it was begun, 
a young woman of the place, while 
ironing in the old way was terribly 
burned by her dress catching fire at 
the stove. She was well known, had 
many friends, and the fatal accident 
caused much comment. 

The manager seized the opportunity 
to drive home a lesson about electric 
flatirons. He remembered there had 
been several other accidents of a sim- 
ilar nature in the place. He sent for 
a reporter whom he knew, to call on 
him as though he had some news 
for him. The young man came, and 
got up a very readable and interesting 
story on how electricity applied to the 
kitchen and the home would prevent 
a recurrence of such horrrible acci- 
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dents. Results in sales proved the wis- 
dom of the manager, while at the same 
time he performed a genuine public 
service in showing how to avoid need- 
less accidents. 

In another town there was a fight 
between the city council and the gas 
company in summer, over the price 
and the poor quality of the illuminant. 
The papers were full of the contro- 
versy, which finally reached such an 
acute stage that there was talk of boy- 
cotting the gas company and using 
coal stoves instead of gas ranges for 
cooking. In the midst of summer 
this would have proved a great incon- 
venience, especially as the summer was 
very hot. The central station manager 
jumped into the field at once. He had 
a demonstration in the front windows 
of his main offices of the virtues of 
electricity in cooking. 

The city editors were notified that 
the demonstration was coming off, and 
they saw at once the advantage of it 
as part of the gas-fight news of the 
day that everybody was reading. They 
sent their best men to see it and gave 
it a conspicuous place in the news col- 
umns. Nor was the demonstration’s 
advertising limited to these articles. 
Editorials took up the subject of elec- 
tric cooking and pointed out to the 
public that, if they were dissatisfied 
with the gas, they could meet the sum- 
mer’s demands of the household in 
cooking without going back to the old 
methods. Needless to say, the sale of 
electric cooking appliances in a month 
exceeded all the previous sales. 

Among the demonstrators in a 
Southern city was a young woman 
who had given similar displays in 
nearly every city in the United States 
and in several countries of Europe. 


Naturally she could tell an interesting 
story of her experiences. As she was, 
besides, very pretty, the reporter was 
able to write a column and a half in- 
terview with her that was one of the 
most interesting articles of that week. 

In bringing such news features to 
the attention of the newspaper men it 
is not necessary to hurl the sugges- 
tions at them. An indirect reference 
to the matter to be printed will often 
be more helpful than a direct sugges- 
tion, as it will please a reporter if he 
feels he has dug a story out of a mere 
hint. Further, a bald suggestion is 
often taken as a bid for free adver- 
tising and is resented. 

That good advertising “copy” can 
be got into the newspapers as reading 
if made to appear as legitimate news, 
is amply proved by the paper which 
Mr. L. D. Mathes, of Dubuque, Iowa, 
read at the Washington Convention of 
the N. E. L. A., describing the results 
obtained from the construction of a 
model six-room cottage at an exhibi- 
tion of the Household Economics Di- 
vision of the Dubuque Woman’s Club. 
The electric light company equipped 
this cottage and provided demonstra- 
tors, without their part in it being 
known. Fifteen thousand people 
passed through the cottage or attended 
the lectures, and the local papers de- 
voted from a half to a column and a 
half of reading matter each day to 
that part of the exhibition, making a 
total of more than fifty columns of 
reading matter, all of which the pa- 
pers were glad to publish because it 
was live news matter. 

That is the best example on a large 
scale of the advantage of using local 
conditions to get your advertising into 
the local papers. It makes little dif- 
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ference to the Dubuque company 
whether the immediate results of this 
cottage demonstration are great or 
not; the fact is, the public has been 
educated by the news stories as they 
could not have been in any other way. 
If a book of fifty columns of matter 
had been printed and given away to 
the residents of the place, they would 
have looked idly through it, perhaps, 
and then laid it aside, but when daily 
sandwiched in with the general news 


of the day, appeared a readable ac- 
count of the cottage, it was hunian 
nature for each reader to see what the 
article was about. The idea the com- 
pany had in installing the cottage was 
more to educate the public along the 
lines of using electricity than to make 
sales, and this purpose, Mr. Mathes 
says, has been achieved, and the con- 
clusion is inevitable that if such kind 
of demonstration, coupled with vital 
newspaner notice, do not educate the 
public, then they are beyond reach. 


Market Street, Newark, N. J., by Night 
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TRIMMING THE COSTS 


Illuminating Engineering Plans Adopted by the United Cigar Stores Company and 


OW can a merchant reduce his 
electric lighting bill from 30 
to 60 per cent, reduce his 

equipment 25 per cent, without loss of 
illumination, without detracting from 
the general artistic effect, without de- 
stroying the attractiveness of displays, 
and at the same time be assured that 
he is doing the very best thing to ob- 
tain the greatest 1esults possible ? 

The correct answer to that question 
will bring to the circuits of lighting 
companies everywhere, thousands of 
customers who are now using gas be- 
cause of its initial economy. 

A great many business houses 
throughout the country, when install- 
ing electric equipment, being poorly 
advised, and knowing nothing of the 
matter, not thinking of looking it up, 
and leaving it to the central station’s 
men and wiring contractors, have in- 
stalled a great amount of more than 
was necessary, have used apparatus 
entirely out of place in such an estab- 
lishment or the equipment has been 
arranged where it would do the least 
amount of good. What can be done 
and what has has been done is fully 
set forth in the rest of this article, and 
a more convincing illustration would 
be hard to find. 


How Similar Plans Will Get Business for Central Stations 


By WILLIAM H. STUART 


About six years ago the United 
Cigar Stores Company began open- 
ing up new retail cigar stores and 
buying out paying ones all over the 
country, remodeling and refitting them 
in uniform style, the idea being that 
wherever a smoker turned he might 
find a United Store standing out 
prominently among its neighbors and 
suggesting the thought of smoke. 

To carry out such an idea involved 
much money and thought, and neces- 
sitated the employment of specialists 
in every branch of store equipment. 
Prior to 1902 the light and sign equip- 
ment was somewhat neglected. This 
was a very important part of the sales 
department, for upon it depended the 
company’s ability to set forth its wares 
after dark, and to flash out in the 
night the fact that smokers could have 
their wants attended to. It was being 
done—in fact it was being overdone. 
The stores were conspicuous examples 
of too much light, and customers were 
brought under the glare of every form 
imaginable of electric lighting appara- 
tus—arc lights, clusters, strip lighting, 
reflector lights, fixtures single or 


trough, and signs of miscellaneous de- 
sign. 
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What was the result of such lack 
of method? A feeling that while they 
had the best light possible, while they 
were not stingy and close in the use of 
it, yet better results should have been 
obtained. The expenditure was not 
bringing satisfactory returns. 

It was about this time that Mr. I. 
Levinson was made manager of the 
electric department and immediately 
set about bringing illuminating equip- 
ment of the United Cigar Stores 
Company to a higher standard of ef- 
ficiency. 

To accomplish this he resorted to 
his inventiveness and ingeniousness to 
think up new methods and schemes of 
using standard apparatus, changing 
them to meet the requirements of each 
individual store. When he found that 
old apparatus did not give him the re- 
stilts desired he had to develop his own 
ideas. He has therefore devised all 
sorts of fixtures—an electrolier with 
revolving pull switch which throws on 
and off any desired number of lamps, 
shades of the prismatic type, the bell 
and the canopy types of fixtures, single 
cone and trough running glass reflec- 
tors, and out-door signs combining the 
advantage of the panel and the block 
unit signs, until today the equipment 
of the United Stores stands for all 
that is unique, progressive and orig- 
inal in lighting equipment. 

The first thing that Mr. Levinson 
did when he took up his important 
work was to adopt a style—one of 
combined flexibility and uniformity. 
It made no difference what the area 
of the store was, whether a cubby 
hole, six by twelve, or a space of 1,000 
feet—all were given the same scien- 
tific, systematic consideration. 

Starting with the first store, the in- 
side conditions were all gone over and 


noted carefully. The positions of the 
show cases, the wall cases, the open 
floor area, the dimensions of the store, 
the entrances were all planned out, 
and then the illumination of the store 
became a matter of mathematics. An 
allowance of a certain cubic area per 
candle power, the allowance varying 
with conditions, was the basis upon 
which the quantity of light to be used 
was determined. The next step was 
the selection of the illuminating appa- 
ratus, and that which fitted in best 
with the general design was adopted. 

The apparatus now being installed 
by Mr. Levinson and considered by 
him as being one which gives the 
greatest amount of lighting value, as 
being the most economical in its cur- 
rent consumption, and as being as ar- 
tistic a fixture as it is possible to 
design at a relative low cost is a 5 and 
6 spread arm electrolier, using a 4- 


point turn switch, controlling the 


The United Electrolier 


lamps. The type of lamp used depends 
upon the area to be lighted, but where 
possible 20 cp., 50 watt, semi-frosted 
lamps are used. This electrolier is one 
upon the designing of which Mr. Lev- 
inson has spent considerable time and 
thought, and feels that he has what he 
set out to obtain. 

Having lighted the interior of the 
store, the show windows are next to 
receive attention. 


17 


= 


| 
| 
| 
3 
| 
‘ 


SELLING ELECTRICITY 


An Attractive Window Display 


An arrangement resembling a stair- 


way extends from the window floor 
to the ceiling, upon which are placed 
the articles exhibited, the display ex- 
tending from the inner top corner to 
the outer lower corner of the windows. 
A trough reflector with the lamp sock- 
ets placed at right angles to the reflec- 
tor is used. 

This, it will be noted, is exactly op- 
posite to the usual practice, but the 
designer claims that the greatest 
amount of light from this reflector 
strikes the center of the display and 
gives an even light above and below 
the center, throwing no shadows what- 
soever. 

The distance between lamps is gov- 
erned by the height of the window, 
eight inches being allowed in low win- 
dows. Where GEM lamps are used, 
12-inch spacing is the average. The 
troughs are wired two circuits, allow- 
ing for late night use of one-half the 


lamps. No colored lamps have even 
been used. 

At the top of the window glass is 
painted a strip eighteen inches deep, 
generally reading “United Cigar 
Stores Co.” This serves as a trans- 
parency, the light from the reflector 
showing the lettering off, and also 
conceals the lamps to avoid throwing 
a glare into the eyes of an observer. 

The next question to be considered 
was that of signs. A design was re- 
quired which would attract attention 
by its individuality, which would com- 
bine the advantages of different types 
of signs and yet have a low current 
consumption. 

These features are combined in the 
sign now being installed. It is of 
panel type, with stud letters, double- 
faced, steel enameled, containing 89-16 
cp. on each side, and is suspended by 
a single rod and chains. Above the 
sign proper is the United shield. It 
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is a good sign by day as well as at 
night. 

The result of Mr. Levinson’s work 
is very apparent in the bills for cur- 
rent, the decrease in remodeled stores 
being from 30 to 60 per cent. For 
instance, one store’s consumption in 
1904 for one month was $277.55, and 
in 1907 the same month, with an addi- 
tion of a sign, the bill was only $113. 
At another store a bill in 1903 was 
$171, and for the same month in 1907, 
$82. 

The moral to electric light company 
managers and solicitors is obvious— 
close figuring and intelligent planning 
will enable one to trim both the initial 
cost and current consumption of a 
first-class installation 30 to 60 per cent Sign Individuality 
below the usual practice. The fact is mands a lower rate, or a gas consumer | 
of interest when a large customer de- refuses to sign at present quotations. 


ODD CORNERS FOR DISPLAY 


How Central Stations May Utilize Private Window Spaces for the Exhibition of 


Electrical Appliances li 

4 

LOT of central station man- advertising service than the front win- i 

A agers today are regretting dows themselves. 4 | 
that they have not big adver- This article is intended to call to the 

tising appropriations to conduct boom attention of some centra] station man 

campaigns for selling electricity, when the way some of the more wide-awake { 
they are neglecting in their own offices companies in the field are using just 


inexpensive ways to impress the pub- such apparently impossible waste 
lic with the cleanliness, beauty and spaces in their own offices to display 
convenience of electric portables and_ electrical goods. 

appliances. They may have arranged The picture on the next page illus- 
an attractive display of electrical goods trates the point exactly. It is a photo- 
in their office windows, but the chances graph of a small window in the Chi- 
are that they have overlooked an odd cago Edison Building, Chicago. It 
corner in the office itself, or a seem- does not face on the street at all, but { 
ingly remote window space that might on a dark inside hallway. Ordinarily 
give them more genuine display and it would be found covered with a 
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dark curtain, and would convey no 
message whatever to the hundreds of 
people who pass daily through the hall. 

But the Chicago Edison Company 
is overlooking no opportunities to dis- 
play and advertise electrical goods. 
While the show windows of the dis- 
play room, which face the street on 
the ground floor were already dressed 
in attractive fashion, this inside hall- 
way space was not allowed to go to 
waste. 


It was seen to be a great vantage 
point to show goods, because everyone 
who came in or out of the building 
must necessarily observe it. With a 
well-arranged display of portables, 
flatirons and chafing dishes, it was 
made unusually attractive—a genuine 
bright spot in the uninteresting hall- 
way. While the chances of the win- 
dow on the street interesting passers 
sufficiently to stop them in their hur- 
ried flight are about I in 50, this small 
inside display space gets a look-in 
from everybody who enters the build- 
ing. 

The other picture is that of a side 
window in the office of the North 
Shore Electric Company, Evanston, 
Illinois. 


This window is, if anything, 
fully as much of a seeming impossi- 
bility for display purposes as that of 
the Chicago Edison Company, but the 


illustration will show how effective it 
has been made. It is high up against 
the ceiling of the office, like a transom, 
and faces on a flight of stairs, which 
is the main entrance to the building. 
The office of the North Shore Electric 
Company occupies the ground floor, 
right-hand office of the Y. M. C. A. 
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2T 


Building in Evanston. The stairway 
in the middle of the building leads di- 
rectly up from the street. This aerie 
window faces the stairs so that as it 
is now dressed no one who goes up or 
down can help observing the electrical 
goods there displayed. 

In most electric light offices there 
are corners and side windows, most 


of them much more suitable than those 
described in this article, that can read- 
ily be fitted up for display purposes. 
They all should be utilized. Every op- 
portunity to impress and interest the 
public in electrical appliances should 
be turned to the profit of your com- 
pany. 


An attractive heating and cooking display in one Corner of the large office of the Brooklyn Edison 
Company. This exhibit 1s sttuated near the entrance so that customers entering 
or leaving the office cannot fail to notice tt 
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A BIG ROOF SIGN 


The picture below is that of a roof sign which has recently been erected on 
the top of the new Colgate factory in Jersey City, N. J. When completed, it is 


claimed, this sign will be the largest of its kind in the world. The photograph shows 
a section of the sign 100 feet long by 50 feet high. When the addition to the 
factory is completed in the fall, another section of the sign, also 100 by 50 feet will 
be added, making the entire sign 200 feet long by 50 feet high. The sign is being 
built by the Metropolitan Engineering Company. 
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ON TAKING YOUR OWN MEDICINE 


Central Stations Generally are Poor Users of Electric Illumination—Why Educating 
Your Public by Example in Regard to Window Lighting and Window 
Displays, as Well as all Other Progressive Uses to Which 
Current can be Applied, is the Most Effective 


HERE is a time worn adage to 
T effect that shoemakers’ chil- 
dren are invariably ill-shod. 
If there had been electric light sta- 
tions in the days when this phrase was 
coined, it is highly probable that it 
would have been, “An electric light 
company is always poorly lighted,” 
for assuredly no class of business 
places, whether stores, offices or fac- 
tories, can boast of such altogether 
inadequate illumination as that which 
shrouds the premises of many light- 
ing companies. 

If the error stopped with poor il- 
lumination it would not be so bad, but 
the same principle holds in every de- 
partment of the business. Although 
lighting companies expend both 
money and energy in promoting the 
use of electric signs, it is a matter of 


record that only a small per cent of. 


such companies burn signs, and of 
these the majority have but the cheap- 
est sort. On the subject of display 
window lighting, it would seem that 
there is a uniform policy against it. 
That the position of such backward 
—we almost said “backwoods’’—elec- 
tric light companies is wholly anomal- 
ous is everywhere admitted. That 
they should at once perform the 


“right about” and lead the procession 
in matters of illumination, signs and 
window lighting, is also admitted—in 
the case of the other fellow. When 
the individual concern is questioned, 
there is always a good and sufficient 
excuse for remaining in darkness. 

Looked at from any angle, such ex- 
cuses will not hold water. The elec- 
tric light company is in business to 
furnish light. Its effort and money 
are directed toward increasing the 
general standard of illumination. 
How better do so than by example? 
What stronger argument can be ad- 
vanced to convifice the hesitating mer- 
chant of the advertising value of your 
cominodity than by showing him how 
you yourself have profited through 
its use? 

It is simply a matter of “taking 
your own medicine.” 

The display windows offer a par- 
ticularly good opportunity to many 
lighting companies for a display of 
confidence in our own merchandise. 
Probably six companies in every ten 
maintain offices in stores situated 
within easy distance of the business 
centres. Such an office is not, as a 
rule, upon the main street, but this 
point is a distinct advantage in that 
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the company has no competition with 
which it must divide interest. On the 
other hand, it has an opportunity to 
prove to the merchants of the city that 
a well-lighted display window will 
draw attention, even on an unfre- 
quented street. 

At a comparatively light expense, 
almost any window can be trans- 
formed into an up-to-date display 
space. It need not be built in as deep 
as a nierchant’s display window; in 
fact, it is better shallow, so as to ac- 
commodate but a few articles at a 
time. 

The first essential of such a window 
is adequate illumination. This sug- 
gestion is not so superfluous as it 
may seem at first glance. Not only 
should the light be adequate, but pro- 
vision should be made in the initial 
wiring to allow for a variety of quick 
and easy changes. From time to 
time, different systems of window il- 
lumination should be exhibited such 
as unit reflectors, exposed lamps with 
various sorts of glassware, Nernst 
lamps in their special window-reflect- 
ors, and whatever other schemes of 
window-lighting that may seem 
worthy of demonstration. With each 
change, there should be prominently 
introduced into the display a neatly 
printed card describing the system 
shown, its cost to install, operating, 
etc. Merchants should be invited to 
inspect the installation, and every 
change in the lighting should serve as 
an occasion for reopening the subject 
of window lighting to all who have 
not yet become converts. 

As to the displays themselves, the 
guiding thought should be “sim- 
plicity.” Make the displays of only a 
few articles, but let these be arranged 


to the very best advantage. One 
week, show only electric flat irons of 
various sizes. Above each let there 
be a neatly lettered card stating plain- 
ly the essential facts, the price, cost 
of operation, and a pithy, well-turned 
phrase describing one or two advan- 
tages. Remember that the public is 
wholly ignorant of these devices, and 
spare no pains to make their most ob- 
vious advantages apparent. 

Another week, display in your win- 
dow a half-dozen portable lamps—not 
always the most elaborate, stained- 
glass, art nouveau creations, which 
confirm the common belief that elec- 
tricity is only for the rich, but good, 
substantial, useful reading lamps that 
can be sold at a moderate price. Put 
the price tag face up. Tell the pub- 
lic the lamps are cheap, but good. 

Another week, make a display of 
advertising novelties for merchants— 
blinking signs, turnip sign lamps, 
whirlers, etc. Show anything that will 
interest merchants and the public in 
your product. 

Another week, make an exhibit of 
power applications. Not motors. The 
public doesn’t want to see a dead 
motor. Show applications of motors. 
Let them see the wheels go round. 
Pumping water from the cellar and 
emptying it back via a funnel makes 
a good showing. Here again, call 
upon the sign painter for a clean-cut 
card of description. A coffee grinder, 
sewing machine motor, beach drill, 
air compressor, or, in fact, almost any 
motor application within reason can 
be set up and started running in the 
window. Always, however, the dis- 
play should be fully and simply de- 
scribed with show cards, for the ob- 


ject of the window is to advertise and 
educate. 


4 
: nit 
i 
| 
} 
| 
i 
it 
| 
i} 
i] 
he 
| 
i 
| 
i 
| 
i} 
i} 
i 
} 
i | 
‘ 


FACING THE MUSIC 


A Little Straight Talk on Bluffs and How to Meet Them 


ID you ever go up against the 
facial bluff? 


He is generally a man in a 
position of authority who, when you 
enter his office, sits up and looks you 
over with a black frown and a sort of 
“Eats-em-alive’ expression. 


A friend of mine was sent one day 
to arrange with a rival company for 
a joint bid to be submitted for a Gov- 
ernment job. 

The rival’s vice-president (we will 
call him Greene, because he wasn’t) 
had this snake-charming habit worked 
out to a fine degree. When tny friend 
walked into Mr. Greene’s private of- 
fice, he swung around in his chair, 


1 


beetled his brows, and glared in his 
customary way, but the bluff failed 
to carry. Before the visitor had 
taken many steps he stopped, looked 
Greene in the eyes, and said: “For 
God’s sake, sir! Is there anything 
the matter with my face?” 

“Why, what do you mean?” said 
Greene, his face taking on a more hu- 
man look. 

“You look at me as though you 
were going to eat me up,” my friend 
replied. “If you are ill I'll get out; 
otherwise, | may as well tell you that 
I don’t scare for a cent.” 

“Why, that.is all right,” said Greene. 
“T don’t mean anything. That is just 
my way.” 

“Well,” was the answer, “Please 
don’t try it on me. I’m not used to 

Eight out of ten men in positions of 
authority—the men whom the electric 
light solicitors ought to reach—have 
that habit, and the solicitor seldom 
feels himself in a position to call their 
facial bluff as my friend called 
Greene’s. 
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When the average solicitor gets 
sight of that frown, his heart speeds 
‘up, and his little speech peters out. He 
forgets that it is “just a way” the big 
man has of scaring him off. 

Don’t forget it. Don’t be bluffed. 
You are doing a legitimate business. 
You are selling light and power, and a 
good percentage of the business men 
in your territory are glad to listen to 
your proposition, whether they act so 
or not. It is not up to you to lick 
every man who glares at you or 
“knocks” your company, but neither 
should you be scared by such men. If 
your proposition is straight, you have 
nothing to be ashamed of, nothing to 
fear. 

The man who pays the bills is the 
boss, and he is the hardest man to 
reach. But one-half hour with him 
spent right is worth more than two 


_ hours with his assistant. He is the man 


who has got to be “sold” before you 
get his signature. So sell him, not his 
assistant, and don’t be afraid of that 
“Eats-em-alive” frown. 

It is really amusing, when you think 
of it. The office boss who plays the 
dragon with you probably has a ten- 
year-old spoiled boy at home «who car 
lead him with a string, a mother-in- 
law who regulates every action, or an 
80-pound wife who makes a monkey 


of him. So he is only a regular human 
being after all. 


Don’t forget it for a minute. Don’t 
pe bluffed. If you treat him with 
consideration and don’t nag him when 
he tells you honestly that he won't be 
ready to talk to you for three months, 
he will probably give you a square 
deal. Remember that he is a very 
human being. You can prejudice him 
against electricity almost as easily as 
you can in its favor if you play your 
game the wrong way. 

But the main thing is this:—If you 
want a man, go after him; dont let 
him sidetrack you on the office boy. 
He has his regular work to do, but 
make your proposition so vital, so per- 
sonal, that he'll treat it as part of his 
regular work. 

You will have to stand before that 
frown eventually, so do it now! 


--W: 


= 
54 
| 

SS 

i} 

Wa AUDI SADIE 

— 

— 


AN EXCLUSIVE HEATING APPLIANCE 
STORE 


The Retail Heating Appliance Store of Roger Williams in New York and How It 
Has Succeeded 


Nigkt Picture of Simplex Store Front 


AN a store devoted exclusively 
C to electric heating appliances 
be made to pay? 

The remarkable development in 
electricity and its adaptation to do- 
mestic purposes is illustrated by the 
fact that such a store has been in ex- 
istence in New York City for more 
than eleven years, and from every 
standpoint has been found to be a 
profitable venture. It is maintained 
by the Simplex Electric Heating 
Company of Cambridge, Massachu- 


setts, and is in charge of Mr. Roger 
Williams, agent for that company. 

Although formerly located down 
town, this store, in conjunction with 
the general movement northward, is 
now situated on Forty-second Street, 
between Fifth and Sixth Avenues. 
Something more than a year ago, Mr. 
Roger Williams selected this location 
because it is on the line of travel of 
suburbanites using the Grand Cen- 
tral Station, and is sufficiently near 
both the “L”’ and the Subway to make 
it convenient for shoppers. 

With practically no publicity except 
its handsome and unique display win- 
dow and the verbal advertising of 
friends and customers, it has become 
known to a large number of people, 
and is doing a good business. 

“When people hear of our goods 
from friends and come in to investi- 
gate,” said Mr. Williams, “‘it is usual- 
ly easy to sell. A customer comes in 
for one article and usually ends by 
purchasing’ one or two additional de- 
vices. 

“Most of our customers are women 
who see appliances in the homes of 
friends or hear of us through the 
lighting company. Once they are 
convinced of the advantages of the 
goods, they go out and virtually can- 
vass for us. 
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Show Room and Show Cases 


“\We have one customer who lives 
i in Paris and who buys when she 
i comes over. Last year she brought in 
| three friends, who also bought goods. 
This year they repeated the perform- 

ance.” 


The Simplex store, it must be un- 
derstood, is not wholly designed as a 
retail establishment. With the amount 
of territory covered by the company 
in its wholesale business, among light- 


One Side of the Store Room 


ing companies, jobbers and contract- 
ors, it was necessary to have adequate 
display space and ample stock room. 
Contractors having no retail depart- 
ments required facilities for bringing 
in customers and showing goods. 
Architects planning the better class 
of residences and apartments fre- 
quently had to show their clients the 
advantages of electric appliances. 
Finally, buyers from all parts of Mr. 
Williams’ territory, who habitually 
come to the city to look over the mar- 
ket, made a good display space de- 
sirable. 

For the ten years prior to moving 
up town, the Simplex store was main- 
tained down town with reference to 
the general location of the electric 
trade, which for many years was in 
the vicinity of Cortlandt and Liberty 
Streets. For about six years it was 
in the Havemeyer Building, two years 
of that time being on the ground floor 
with offices and show room on the 
street. The remainder of the time it 
was at 39 Cortlandt Street on the 
third floor, occupying a series of 
rooms for offices, show rooms and 


store rooms. 
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A FAN AND FLATIRON CAMPAIGN. 


A Town of 4,500 People Proves to Be a Profitable Field When Worked 
by a Live Manager with the Right Methods. 


By E. F. McCABE, GENERAL MANAGER, 


MIFFLIN County GAs AND ELEctric Company, LEwWIstowNn, PENN. 


OW to develop a market for 
electric flatirons and fans 
in a town of 4,500 people 

was the interesting problem we had 

to face in Lewistown. We decided 
that the only way to succeed was to 
start early and keep at it. We began 

last December by sending out a 


monthly bulletin to all our customers 
and a selected list of prospects. This 
has been the only printed literature 
we have sent out. The other factors 
in our campaign, all of which we 
started early, have been a solicitor, a 
demonstrator and good window dis- 
plays. 


An Effective Flatiron and Fan Display 


ELECTRIC HEATING 
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From the picture which accom- 
panies this article you will see how 
we have utilized the services of a 
demonstrator. Our friends furnished 
washed linen which we ironed for 
them free. The unusual sight in a 
town of this size of a woman ironing 
in a show window created a great 
deal of interest and attention and has 
proved to be a mighty good advertise- 
ment for us, although the season here 
until very late was 


about four. This may seem a small 
number to sell, but one must remem- 
ber that Lewistown is a small place; 
also, that the demand for flatirons 
would not be so great on April Ist as 
it would be on August Ist. However, 
we believe the thing to do is to get 
your irons out early. It’s a sort of 
seed that multiplies as the season goes 

along. 
Our experience has shown us that 
the iron that has a 


cold and entirely 
unfavorable for 
the sale of flat- 


COOKING WITH A FLATIRON, 


switch attached is 
much more in 


Ironing isn’t the only thing a flat- favor than the one 


irons. iron can be used for. One of our without it. We also 
patrons who lives in a flat and 


fans and flatirons, ™orsims last winter that the gas order irons design- 


pipes were frozen. As there was 


we have used both 
the office windows 
and the floor space 
inside. Our ex- 
perience has firmly 
convinced us that 
a display window 
filled with flatirons 
or fans alone is the 
much better adver- 
tisement than the 
same window filled 
with two or three 
dozen different 


nothing but a gas stove in the 
house, he was forced to resign him- 
self to the prospect of going to 
work without any breakfast. But 
his pretty young wife was not so 
easily daunted. Her mind turned 
naturally to the electric lights and 
the electric smoothing iron which 
had recently been installed in the 
house. With the iron inverted and 
resting on two small boxes for sup- 
port she quickly had the coffee pot 
a-simmering. Then she fried two 
ezes and made some toast. “One of 
the best breakfasts she ever 
cooked,” said her husband down 
at the office that morning. “And the 
funny thing about it is that instead 
of being late I got in five minutes 
ahead of time.”’—E. F. MecCABE. 


ed for a little high- 
er voltage than 
you ordinarily 
carry on your line. 
The iron is less lia- 
ble to get very hot, 
as is often the case 
when the voltage is 
just that of your 
line or a volt or 
two less, especially 
if the operator is 
ironing light ma- 
terial. 


kinds of devices or 


Altogether, we 


appliances. All of 
our displays have been guided by this 
principle. 

About the middle of last February, 
we hired a solicitor to go from door 
to door, selling flatirons. We gave 
the customer permission to use the 
iron on trial until April Ist., at which 
time we sent the solicitor to collect 
the price of the iron or bring it back 
to the office. From about a hundred 
irons placed on trial, he brought back 


have been’ very 
well satisfied with the results of our 


work. The facts used in this article 
are only based on the progress made 
in the starting of our campaign. At 
this season of the year with the con- 
ditions more favorable we are begin- 
ning to get much better-returns. 

This proves to me that following 


up-to-date methods, even in a small 
town, pays and pays well. 


Hii 
| = 
2 
| 
Gispla ying uses gas found on getting up one think it 
' 
i} 
| 
| 
4 
i 
1} 
3 
de 
i] 
2 i 


SELLING ELECTRICITY 


M. R. BISSELL, SECRETARY IRA W. FISHER, SUPERINTENDENT 


OFFICE OF 
THE MASSILLON LIGHT, HEAT AND POWER Co. 


NO. 2 E. TREMONT STREET 


MASSILLON, OHIO, 


July 9th, 1907, 


Selling Electricity, 
Newark, N.J. 


Messrs:- Here's a dollar. We hate to part with it, but we are trying to 
make our dollars into dollars and a half, two dollars and more when we 
honestly can. After several months trial and examination we have 

come to the conclusion that "SELLING ELECTRICITY" is a "good thing", so 
please send it to us for a year. 


Yours busily 
Massillon Light, He & Power Co., 


When a man sits down and writes a letter like that, you may be sure of one thing—he means it. 


There’s nothing sentimental about Russell. He isn’t charitable—at least, not during business 


hours. He hated to part with the plunk, but he could see that there is more than one hundred 
cents of value in 12 issues of SELLING ELECTRICITY, so he gave up grudgingly the 
single dollar in order that he might get back two. 


Are you in the same class ? 
Are you “ trying to make your dollars into two dollars > 


Are you interested in knowing how successful sellers of electricity all over these good United 
States are doing their work and getting their results ? 

SELLING ELECTRICITY is the only magazine that gives you the facts and figures—the 
only one devoted exclusively to commercial problems and their profitable solution. So 
subscribe now. 

Give up the dollar. Even if it does hurt, the pain of parting with the plunk will soon give 
sway to the pleasure of pocketing more profit. 


Subscribe now—$1.00. 
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IDEAS FROM EVERYWHERE 


Best Thoughts on Business-Getting Abstracted from the Electrical Press 


and Business Magazines 


The following Exchanges are being carefully watched for business-getting 


ideas worthy of reproduction - 


Central Station 


Brains Gas Light Journal 
Electrocraft Business Man's Magazine > of Electricity 
Electrical Age Inland Printer ight 
Electrical Review Judicious Advertising Progressive Age 
Electric Traction Weekly Profitable Advertising Public Service 
Electrical World Salesmanship Street Railway Journal 
Western Electrician System Signs of the Times 


ELECTRICAL WORLD. 


Economical Residence Illumination. 


“The planning of the electric i}lumination 
in the majority of small residences must for 
many years to come rest largely with the 
central station company; that is if the il- 
lumination 1s to be planned at all instead 
of being laid out in a haphazard way,” says 
the World editorially in its issue of July 
6. “In the case of the majority of small 
residences in any city, it is hopeless to ex- 
pect that the owners or builders will go to 
the expense of employing special expert ad- 
vice on lighting. Yet it is in these small 
dwellings that economical and efficient ar- 
rangements are most important, both to the 
consumers and to the central station com- 
pany. If the electric lighting arrangements 
are not efficient, the company will lose this 
valuable class of business.” 

Although the owner or builder will not 
appreciate the importance of the right de- 
sign for his illumination, the writer main- 
tains that it is “up to” the central station 
to step in with this advice. Where the 
company does the wiring, as is the case in 
some of the smaller towns, this is easy, but 
where other people do the wiring it is gen- 
erally something of a problem to influence 
the design of the illumination. 


Central Station Backwardness. 


Notwithstanding the fact that a great 
deal has been said and written about the 
way small central stations are suffering 
from lack of proper management, the Vorld 
declares that there is an enterprising mi- 
nority of small electric light companies 
which can give pointers to the larger com- 
panies. “Indeed, on the whole, we are in- 
clined to think that the most under-devel- 
oped central station properties in the coun- 
try to-day are those in the larger cities.”— 
Electrical World, July 6. 


The Flatiron versus the Chafing Dish. 


Next to the electric flatiron, in the line 
of heating appliances that will yield the 
best revenue to the central station, stands 
the electric chafing dish. While admitting 
that the coffee percolators have succeeded 
better than chafing dishes in some commu- 
nities, the World is inclined to believe that 
most percolators are too hard to keep clean, 
and that the chafing dish logically belongs 
in second place. But the practical every- 
day possibilities of the chafing dish must 
be emphasized more by the central station. 
“In this connection it may be noted that 
one of the best known works on chafing- 
dish cookery starts out by calling attention 
to the usefulness of the chafing dish for 
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every-day cooking, but immediately, and 
for the rest of the book, devotes itself to 
elaborate and fancy dishes. On this ac- 
count the writer especially urges the im- 
portance of emphasizing the use of the 
chafing dish for cooking eggs and other 
plain dishes on the every-day menu.”— 
The Electrical World, July 6. 


Central Station Business-Getting 
in England. 


President S. E. Fedden, of the British 
Municipal Electrical Association, spoke at 
some length during the recent annual meet- 
ing of that Association on the business-get- 
ting problem. He declared that the safest 
and most efficient means of securing more 
business was “by demonstrations in the 
form of press records of work done, show- 
room displays, exhibitions, and the loan of 
apparatus on approval.”—Electrical World, 
July 6. 


Electric Heating and Cooking at 
Grinnell, Ia. 


In a town of about 5,000 people—Grinnell, 
Ia.—the Grinnell Electric & Heating Com- 
pany has put out 235 electric flatirons. It 
has besides six complete electric cooking 
outfits in operation, and contracts for four 
more such outfits. A large number of 
cooking appliances are also in use in the 
homes of people who are not using com- 
plete electric cooking outfits. Although 
there is no gas competition in the town, 
and other conditions are generally favor- 
able, this is indeed a good showing. 

“The load conditions on the station are 
typical of those in many other towns, with 
the exception that there is probably less 
manufacturing motor load than in many 
other towns, and a better residence load.” 
The company gives a 24-hour service. The 
day load is small. As very little heavy 
cooking is done for the evening meal, 
practically all of the heating and cooking 
load come during station light load periods. 

At five cents per kwh., the bills for three 
months in a family of five, where all of the 
cooking was done electrically, were as fol- 
lows: 


During the winter season the Ladies’ 
Congregational Society serves a large num- 
bers of suppers. The company has offered 
to furnish free an electrical cooking outfit 
for preparing these meals, and the offer has 
been accepted. 


Electric Sign Tax in New York. 


The “New Business” Department of 
The Electrical World this month is almost 
wholly taken up with various papers pre- 
sented on this subject at the last National 
Electric Light Association convention, al- 
though Miss Carmelita Beckwith contrib- 
utes an interesting article on the recent 
city ordinance in New York taxing electric 
signs. In brief, this new law provides a 
tax of 10 cents per square foot for all elec- 
tric signs, one side only being computed 
to determine the amount of tax. No such 
sign can be hung without a permit. The 
ordinance further provides that all electric 
signs must be constructed entirely of metal, 
including the uprights, supports and braces 
for the same. No sign can be hung on the 
front of a building adjoining a private resi- 
dence without the permission of the owner 
or owners of such residence. 


PROFITABLE ADVERTISING. 
Advertising Write-ups. 


“As to the editorial and reading matter 
that should be published in any technical 
or trade paper, this is and should be be- 
yond the control or suggestion of the ad- 
vertising man representing the manufac- 
tory, or the advertising manager of the 
paper. The sole aim should be to handle 
the subject in such a way that the readers 
of the paper may be kept thoroughly alive 
as to the progress being made in the par- 
ticular line in which the paper circulates. 
Manufacturers can in many ways assist 
publishers in gethering matter for the paper 
and are usually very glad to thus assist. 
In all such matters the personality of the 
editor should be seen in the finished matter 
as it appears in the paper. The statements 
should be strong and unbiased, and pre- 
sented in such a way as to elicit confidence 


on the part of all who read them. The | 


placing of advertisements in technical or 
trade papers should not entitle the adver- 
tiser to space in the editorial or reading 
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columns, unless merited through the matter 
prepared. Neither should the description 
of a plant in which the apparatus of a 
manufacturer is referred to in any way 
obligate the manufacturer of that apparatus 
to take space in that issue or any future 
issue.”—J. C. McQuiston, Manager of the 
Westinghouse Company’s Publicity Depart- 
ment, Pittsburg, Pa. 


ELECTRIC CITY. 


Some Good Flatiron Talk. 


In every ‘household there is always more 
or less ironing and pressing to be done, 
and this is a ‘severe trial in hot and humid 
weather. 

The following are a few of the many 
ways in which electric flatirons are bringing 
joy to many a home this summer: 

Ironing a bit of delicate lace in a hurry. 

Pressing a handkerchief in a twinkling. 

Drying wet skirts after a shower. 

Freshening up a shirt waist on short 
notice. 

Taking creases out of ties in a jiffy. 

Changing ironing day from a broiling, 
blistering nightmare to a midsummer day’s 
dream of moderate temperature and well- 
spent effort. 

The mistress uses one for many an 
emergency. 

The maid smoothes out articles quickly 
when the laundress is away. 

The miss uses one in her dainty boudoir 
for the most delicate fabrics. 

The bachelor’s apartments are not com- 
plete without an electric flatiron for the 
needful ‘crease in trousers and coat; and 
many a tailor’s bill for pressing is saved 
by its use. 

The small three-pound irons are becom- 
ing very popular with travelers, as they 
can be used in hotels or on board steamers. 


SELLING MAGAZINE. 
The Commercial Engineer. 


All honor to the man who sells things. 
Let us call him the commercial engineer. 
When he is not abroad in the land there is 
“nothing doing.” His appearance foretells 
commercial activity and, just in proportion 
as he succeeds, the tide of prosperity ebbs 
and flows. The man who brusquely turns 
him down, or who affects to be bored by 
his presence, or who bars him from his 
office, does an injustice to the interests con- 
fided in his care, and also robs himself of a 
large amount of information that he needs 
in his business—Graphite. 


A Science of Selling. 

“Any one who uses lots of big words 
and mathematical formula is likely to be 
merely concealing his ignorance,” says Sell- 
ing Magazine for July. “A clearer notion 
ot the bottom laws of selling would be 
mighty valuable to many people.” 

The writer goes on to show how mis- 
takes made by the ignorant salesman cost a 
lot of good money and defeat many worthy 
ends. To illustrate, he concludes: 

“Advertising is expected to do what 
salesmen ought to do. Salesmen are set 
to do what advertising ought to have 
done. 

“Insufficient study is given to the product 
and to the possible purchaser. 

“Too much money is spent in trying to 
force the unwilling to buy, and too little 
in facilitating the inquiries of the inter- 
ested, resulting in unnatural and expen- 
sive marketing. 

“What is the remedy? 

“Careful thought as to the nature of the 
product, the kind of purchasers sought, the 
natural steps in the process of selling and 
the use of such means to accomplish each 


step as will give greatest results: for least 
money.” 


One naturally takes on the tone of his surroundings. Make every 
effort to live in an environment that will build you up, not tear you down. 
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THE MONTH IN THE FIELD 


News Items of Interest to Central Station Business-Getters 


GET BUSY! 


Al Mayor Reyburn says—“Get Busy !” 


Philadelphia is never going to be as big 
as it has a rightto be until its manufacturers 
and its citizens get busy booming it. 

Philadelphia is the worst advertised city in the 
country, and it’s just about time to employ a more 
optimistic advertising agency. 

The coming of the Elks and their friends, 250,000 
strong, presents Philadelphians with a magnificent op- 
portunity to advertise the municipality—an opportunity 
which, properly taken, will divert millions of dollars to 
the community and add enormously to its reputation. 


What are you going to do about it ? 


At least decorate your place of business, illuminate 
brilliantly at night; erect an Electric Sign. Don't forget 
that the bright streets are the busy streets—“trade fol- 
lows the light.” 


We offer special | Proposition for Electrical 
Advertising _during Elks’ Week for those 
not using electricity at the present time. 


The Philadelphia Electric Company 


Tenth and Chestnut Streets 


Reprint from North American, Monday, July | 1907 
Advertising Enterprise. 


The big convention of Elks which is be- 
ing held in Philadelphia this month did not 
escape the notice of the wide awake Phil- 
adelphia Electric Company, and the psycho- 
logical opportunity it offered to do a stroke 
of good advertising was fully utilized, as 
the illustration of the mailing card accom- 
panying this article, which the company 
sent out, will show. The reading matter 
on the card was the same as was used in 
the daily papers. 

Philadelphia appropriated $50,000 alone 
for the electric illumination and decoration 
of Broad Street. Imposing columns and 
arches of timber, plastered over to resem- 


ble marble, were erected and trimmed with 
electric lights. As this magazine goes to 
press, hundreds of electric signs and thou- 
sands of electric lamp bulbs in Philadelphia 
are nightly blazing a welcome to the great 
incoming tribe of Elks. 

Flat Rate for Sign Lighting. 

A flat rate of $2.25 per 4 cp. lamp per 
annum on sign and outline lighting has 
been made by the Union Gas and Electric 
Company of Cincinnati. The current must 
be turned on and off by the company and 
is allowed to burn from 6 o'clock in the 
evening until midnight, between September 
and April, and from dusk until midnight 
the remainder of the year. 

As this business, coming at these hours, 
is entirely off the winter peak load, it is 
considered profitable by the company in 
spite of the low rate. The company argues 
that though the signs are dark in the win- 
ter time before 6 o'clock, the low rate more 
than makes up for the short time the lights 
are out. 

Publie Utilities Commission. 


The new Public Utilities Commission ap- 
pointed by Governor Hughes of New York 
State, has taken over the work cf the New 
York State Gas and Electric Commission, 
which went out of existence June 30. Be- 
fore retiring, the old board put through 
a number of important measures. One was 
an order to the Westchester Lighting Com- 
pany to reduce its rate in Mt. Vernon from 
20 cents a kwh. to 13 cents. Another order 
directed the Saratoga Gas and tlectric 
Light and Power Company to reduce its 
rate from 12% cents to eight cents per kwh. 


Both orders are to take effect September 
1st. 


Want a “Convention Daily.” 
A large electrical exhibition will be held 
in the Drill Hall, Montreal, Canada, Sep- 
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tember 2 to 14, by the Canadian Electrical 
Exhibition Company, Limited. The com- 
pany has 16,800 square feet available for ex- 
hibition purposes and fully 90 per cent. of 
this was taken more than a month ago. 
The exhibition association has been in cor- 
respondence with the C. W. Lee Company 
in regard to a daily paper, which they would 
like to see published during the show. The 
officers of the association are: President, 
W. McLea Walbank; vice-president, R. S. 
Kelsch; secretary and treasurer, J. W. 
Pilcher. 
Publicity Work in New York. 


An excellent report of publicity work ac- 
complished was made at the meeting of the 
Empire State Gas and Electric Association 
which was held to consider the relationship 
of the traction and lighting interests to the 
new Public Utilities law, June 27, at the 
Hotel Champlain, Lake Champlain, New 
York. Mr. H. H. Curran, who made this 
report, told of the large number of articles 
and news items that had been published 
in the newspapers informing the general 
public with regard to facts and data that 
would create friendly feeling for the public 
service corporations. He told also how 
widely a number of special articles on facts 
connected with the industry had been re- 
printed. Part of this publicity work was 
devoted to combating misrepresentations as 
to the results of municipal ownership and 
alleged fires caused by electricity. An av- 
erage circulation of 300,000 was secured for 
all the articles issued by the bureau. The 
cost of this work was only estimated at 
about $10,000 a year, including the main- 
tenance of the association’s secretary's office 
and staff. After the reading of the report 
Mr. Arthur Williams spoke of a number of 
ways the work might be extended. 


An Electrical Show. 


A big electrical show is to be held in 
New York City in Madison Square Garden 


from September 30 to October 9. The 
show will be known as “The First Annual 
Electric Show,” and is in charge of a cor- 
poration which was formed especially for 
that purpose. The offices of the corpora- 
tion are at 1212 Morton Building, Nassau 
street, New York. 


Doesn’t Like Electric Sign. 


Fred Kuhmmel of South Bend, Indiana, 
has brought suit for $5,000 against the Oli- 
ver Chilled Plow Works of that city, be- 
cause of the monster electric sign 200 feet 
long which the company recently had erect- 
ed. Mr. Kuhmmel alleges that the sign 
“turns night into day and induces boys and 
men to congregate about h‘s premises to 
play ball at night and indulge in revelry.” 
SIGNS Ordered Removed. 

All overhanging electric signs on State 
Street, Chicago, have been ordered removed 
by the commissioner of public works. 


Mr. Doherty Abroad. 

Mr. Henry L. Doherty sailed for Europe 
July 1 for a vacation. He will be gone for 
some time to recuperate after a long period 
of travel and work in connection with vari- 
ous lighting enterprises. 

The Cutler-Hammer Manufacturing Com- 
pany of Milwaukee, have purchased the 
Wirt Electric Company of Philadelphia, and 
will continue the manufacture of Wirt ap- 
paratus. 

‘ees 

The business of the Sarco Company of 
New York, has been taken over by Pass & 
Seymour, Inc., of Solvay, N. Y. 

Mr. Ernest Gonzenbach of Sheboygan, 
Wis., has been appointed manager of the 
Milwaukee-Northern Railway. Mr. Gon- 
zenbach is also vice-president and general 


manager of the Sheboygan Light, Power 
and Railway Company. 
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An illustrated magazine of business- 
getting for Electric light central stations 
and electrical men generally, devoted to 
advertising, soliciting, selling plans, the 
display room, and whatever will tend to in- 
crease the interest in, and demand for, 
electric current for light, heat and power. 


Published monthly by 
THE C. W. LEE COMPANY, 
54-56 Clinton St. Newark, N. J. 


Frank B. Rae, Jr., Editor. 
BRAD STEPHENS, Advertising Manager. 


Subscription price, One Dollar per year. 
Single Copies, Ten Cents. 


NOTICE. 


Advertisements, Changes in Advertise- 
ments, and Reading Matter intended for 
the next month’s issue should reach this 
office not later than the fifteenth of this 
month. 


Application made at the Newark Post Office 
for entry as Second Class Mail Matter- 
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ITH the advent of hot 
weather comes vacation 
time and the dull season 
for the New Business Department. 
The annual migration to mountain, 
lake and sea has already begun, and 
the bread-winner mops his brow in 
the office, turns on the electric fan, 
and trys to get things in shape to cut 
loose on Friday night and join the 
family. 
So the solicitor finds his prospect 
in a rather unreceptive mood, and 
business is dull. 


It is hard to introduce a proposi- 
tion for residence lighting when the 
wife and daughter are away. It is 
hard to argue the merits of ‘your 
power rate, when your man is not 
only cursing the heat, but particularly 
busy because this vacation time, while 
the office runs short-handed, always 
means added detail and worry to 
those whose holidays are not yet. It 
is hard to make the merchant sign on 
the dotted line when the sales have 
fallen off, and the autumn days of 
prosperity are still some time ahead. 

Altogether, business is dull. We 
can’t deny it, and why should we, 
since it is a perfectly normal and 
healthy state? Why not take advan- 
tage of it, and get together all hands, 
in the New Business Department, and 
plan the fall Campaign. 

Every solicitor at this season can 
find an hour or so each day to line up 
the prospect file, weed out the dead 
wood, and get the plums in shape for 
plucking. Make up a new program 
for the Display Room, arrange the 
dates for your Special Heating and 
Lighting Demonstration, or perhaps 
an Electrical Show, and get your in- 
vitations ready to be sent out when 
the time comes. 

Get your force together every 
morning, Mr. Manager, for an hour 
and teach school. Take your pros- 
pect cards individually and discuss 
each case. Go at it with enthusiasm. 
You have failed to land each one of 
them so far this year, if you covered 
your field, and there was a reason. 
What was it? Find the way to sur- 
mount this difficulty and be ready to 
go in with the cool weather and win. 

Now is the time to marshal your 
forces. Now is the time to plan your 
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Fall Campaign. You can use some 
of your solicitors’ time in the office 
this month and next, but you can't 
afford to waste it. 


Sharpen up your pencils now for 
writing the fall contracts. 


* OK 


But because the weather is hot, and 
your prospects refuse to sign, don't 
imagine that it’s time for you to lay 
down entirely. Keep up your direct- 
by-mail advertising. Put out a few 
good live newspaper ads every now 
and then, especially when you can 
call the attention of the public to your 
business in such a timely and effect- 
ive way as did the Philadelphia Elec- 
tric Company, in the advertisement 
and postcard illustrated in the News 
Department in this issue. 

The same thing can be said to the 
manufacturer of electrical goods and 
appliances. Even though the orders 
do not come in until later, now is one 
of the most favorable times of the 
year to gain the interest and atten- 
tion of the central station public 
through the right kind of advertising. 
Later on the manager of the light- 
ing company may be too busy to read 
the advertising pages of his favorite 
trade paper, but at this season he has 
plenty of time, and, what is more, is 
interested in new machines and appli- 
ances, because he is laying out in his 
mind just what his company ought to 


do during the coming fall and winter. 


SELLING ELECTRICITY ADVERTISERS. 


Best Reflector 
Lamp in the 
World 


Gives from 9g to 1o times as much 
downward light on the same amount 
of current as any other lamp made. 


‘No cumbersome reflectors—no expen- 


sive wiring—no special fixtures. 


RATING O# DOWNWARD 
LAMP LIGHT 
4c. p. clear 25c.p frosted 18¢c. p. 
sc. p. p. 27 ¢ p. 
16c¢c. p. joc. p. p. 
32¢c. p. D. p. 


The Germania Reflector Lamp will 
help you get window lighting busi- 
ness. It combines lamp and reflector 
in one unit. Requires no investment 
for initial installation other than ord- 
inary wiring and sockets: Write now 
for samples and prices. 


GERMANIA ELECTRIC LAMP COMPANY 


(Independent of any lamp trust or combination ) 


420 Ogden St., Newark, W. J. 
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SELLING ELECTRICITY ADVERTISERS. 


Flaming Arc Lamps 


When the question of illumination is raised, the flame arc lamp 
is instantly theught of. When you think of such lamps you 
should think of THE HELIOS, as it is without question the 
best on the market today. 

No Shunt windings ; no Clutch; no Inner Globes ; no Clock- 
works ; no Chains. A mechanism of absolute reliability and 
utmost simplicity. 


Mr. Central Station Manager, you need this. 
Mr. New Business Getter, you must habe this. 
Mr. Supply Dealer, you should have this. 
Mr. Contractor, you befter get this. 
Mr. User, you Want this! We know from the 

volume of orders we are getting that the user wants the 
flame lamp, hence dealers and others interested in selling 
current consuming devices should lay in a stock and hustle 
for the business. 


Type 4000—2 on I10, 4 On 220, or 10 on 550 volts, D. C. or 
A. C., 10 hrs. life, list $35.00. 


Type 4000S—1 on 110, 2 on 220, or § on 550 volts, D. C. or 
A. C., to hrs. life, list $35.00. 


Type 4100—2 on I10, 4 On 220, or 10 On 550 volts, D C. or 
A. C., 16 hrs. life, list $40.00. 


Type 4200—1I on 110, 2 on 220, or 5 on 550 volts, D. C. or 
A. C., 16 hrs. life, list $40.00. 


Type 4300—Single on 110 volts, A. C., consuming only 550 
watts, list $50.00. 


NOTE that these are for either D. C. or A. C. (any frequency) 
and can be used on either at will WITH NO CHANGES TO 
THE MECHANISM WHATEVER. The most wonderful and 


most flexible lamp ever put on the market. 


BULLETIN 40 TELLS MORE 


HELIOS MANUFACTURING COMPANY 


MAIN OFFICE ¢& FACTORY, BRIDESBURG, PHILA. 
N. Y. OFFICE, 18 E. 42ND ST., MR. F. S. GASSAWAY, MGR. 
BOSTON OFFICE, 630 WASHINGTON ST., MR. STARBUCK SPRAGUE, MGR. 
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SELLING ELECTRICITY ADVERTISERS. 


Can you sell Electricity ? 


Can you present the light or the power 
proposition successfully ? 


Has your experience fitted you to combat 
keen competition, gas or electric? 


If you have “‘Made good,”’ and are anxious 
to broaden your field and increase your 
earning capacity—-Write us at once. 


We can place men in positions with Cen- 
tral Stations East, West and South 
today, but they must be genuine 
business-getters. 


If you are qualified to take hold and 


make good, investigate these oppor- 
tunities. 


WRITE 


The Electric Solicitors’ Exchange, 


54-56 CLINTON STREET, 
NEWARK, N. J. 


aS 
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SELLING ELECTRICITY ADVERTISERS. 


Wagner Electric Mfg. Co. 


Main Office and Factory > - - St. Louis, U. S. A. 


Two Gazudooks’”’ 
MR. CENTRAL STATION MAN: 


Supposing you went to buy some shoes, and asked the man the price, and 
he told you they were “two gazudooks.” Now, “two gazudooks” might mean a lot 
to that man but it would not mean anything to you. That is about the way you try 
to push the sale of current in your city. 

EXAMPLE: A lady comes to your office, wants a flatiron. She asks 
about operating it, and you tell her “65 watt.S” Now, “65 watts” means as 
much to that lady as “‘two gazudooks” did to you. If you told her it would cost 
1%c per hour to run that iron, and back up this statement by showing her on an 
instrument that the iron did use 1'2c worth of current per hour, she would believe 
your statement, you would make your sale. 

‘We make a combination portable lamp testing volt wattmeter with the scale 
plotted in cents per hour and it is just what you should have for backing up your 
statements. 

Write for booklet “M.” 


Wmond 


We Will Imprint Your Name on Advertising 
Matter for Distribution in Your Territory 


Revolving Fans 


Suspended type—hang from 
an ordinary incandescent 
lamp socket, revolving hori “LIGHT Right Where You Want it’? and 
zoutally on ball bearings, 


about a vertical axis. Speed ‘ ‘ALMOND Flexo Desk Lamp’’ are 


of rotation is determined by the titles of two booklets we would like to 
the pitch of the blades. 
The revolving feature of send you. 
Fort Wayne Fans is not de- 
pendent upon electrical de- 
sign. Absolutely no electrical 
energy is consumed in mak- 
ing the fan revolve. This 
type of fan is distinguished 
for its extreme simplicity and the modern applica- ao % 
tion of one of the most elementary laws of mechanics. \ Go ose Ne ck 


Fort Wayne Suspended Revolving Fans will give 
you a cool refreshing breeze for ten hours ata cost 
of only twocents. Isit worth while? 


ASK FOR 


Our Fan Motor Booklet “Summer Comforts” 


Fort Wayne Electric Works Mail us a Postal today for some of our In- 
**Wood’’ Systems teresting Literature for Your Display Room 
Main Office, FORT WAYNE, Indiana 


Other Sales Offices in Most Large Cities. 568 T. R. ALMOND MFG. co. 
83 Washington Street, Brooklyn, N. Y.. 
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SELLING ELECTRICITY ADVERTISERS. 


We Can Prove to You that 


THE TALKING SIGN 


Can Sell More Juice for You than Any Other Medium 


We Make 


Good Electric Signs 


Devices, Emblems, Flashers, Time Switches, Photo- 


meters and Lighting Specialties 


Write for Bulletins 


THEELECTRIC MOTOR EQUIPMENT CO. 


NEWARK, NEW JERSEY 


KIMBLE-GREGORY 


WE HAVE GOT IT VARIABLE SPEED MOTORS 


AND Alternating and Direct Current 


FOR PRINTING PRESS DRIVE 
YOU WANT IT 


No Belts—Friction drive—No Resistance 


Any Number of |!mpressions per Hour 
A Money Maker for the Printer and a Business 
Reliable 
Time Switch 


Getter for You 
A proposition to prove our 
claims made to the skeptical. 


Write— 
The BALLOU-HUTCHINS ELECTRIC CO. 


38 WEYBOSSET ST. 


Prices Right Send for Booklet X 


GUARANTEE ELECTRIC CO. CHICAGO 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


INCREASE YOUR EARNING CAPACITY 


by handling “Simplex Quality” heating and cook- 
ing devices 


Create a feeling cf genuine satisfaction among 
your customers by placing in their homes goods 
that combine fine appearance, simplicity in oper- 
ation and efficiency in service. 


Water Heaters WER Tea & Coffee Pots 
Chafing Dishss LL) Flatirons, Etc. 
Send for Catalogue “S” containing full 
description and price. 


SIMPLEX ELECTRIC HEATING CO. 


Chicago Office, Monadnock Bldg. CAMBRIDGE, MASS. 


We are the OLDEST, LARGEST and 


Best Equipped Makers of Improved 


STEEL ELECTRIC SIGNS 


And Have Developed the Most Advanced Constructions 


All of our Signs conform to the new rules 
of the National Board of Fire Underwriters. 
We furnish the required quality. Original 
and artistic designs—novel effects and at- 
tractions. W We rent signs and letters. 


NOTICE! Haller Works 


319 S. CLINTON ST., CHICAGO 


Our INTERCHANGEABLE LETTER SIGNS are unsurpassed 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


Devoted to the 
Science and 


Art of 


Illumination 


community. 


of Central Station managers. 


the case of some particular 


r= ake 
| THE 


LAAT 


MARCH 1907 


LUMINATING | 


ENGINEER Published 


Every Month 
$1.50 a Year 


lic. a Copy 


ILLVMINATING ENGINEERING 


PVBLISHING COMPANY. 
2 st 


- Good Business 
Can only be created on the solid foundation of 


Good Practice 


Liberal illumination has been the prime factor in the making of many 
a town into a city, and many a city into a larger and more prosperous 


city—and this is a fact that cannot be too forcibly impressed on any 


The attractive appearance of THE ILLUMINATING ENGINEER, 
together with the comprehensive character of its contents—there is some- 
thing for everybody in every issue— gives the solicitor a means of impress- 
ing the consumer with the fact that lighting is a Science and Art worthy 


of his serious consideration, unequalled by any other agency within reach 


Among the examples of Good and Bad Illumination, which are a 


feature of every issue, something can always be found which will just fit 


“prospect,” and do more toward closing the 


contract than all the verbal arguments that could be made. 


Add ten subscriptions to your general advertising account, and see 
if it is not a profitable investment. 


12 West 40th St. 


THE ILLUMINATING ENGINEER 


New York 


In writing to advertisers, mention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


CONSULT 
BY MAIL 


the commercial value of the services of an 
s Illuminating Engineer, the Bureau of 
Illuminating Engineering offers a practical 
demonstration at a very low fee. #* J# 


Simply send us sketch plans and other data 
and we will lay out and submit by mail, 
specifications covering one or more lighting 
installations. 


As it is our purpose to thus give a practical 
and convincing demonstration of the value of 
this Bureau as Consulting Illuminating 
Engineers to Central Stations, the charge 
for service by mail will be merely nominal. 


To convince Central Station Managers of 


437 FIFTH AVENUE, 


BUREAU OF ILLUMINATING ENGINEERING 


NEW YORK. 
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cLECTRICITY ADVERTISERS. 


A 
Magazine 
that 
will 
help 
YOU 


make 


good 


This handsome leather memo pad with an extra 
block of paper goes free with ebery subscription to 
i SELLING ELECTRICITY sent in on the at- 
ae: tached coupon o 


Selling Electricity is the only publication in the electrical field devoted 
exclusively to business getting. Every issue is full of practical ideas that will 
help you increase the number of customers on the circuits of your company. 
A year’s subscription—12 issues—is a liberal education in central station 
business getting. 


TEAR OFF THIS LINE 


SELLING ELECTRICITY, Newark, N. /. 
Find pinned on this coupon a $1 bill, for which send me your Magazine one year. 
Name 


Company 
City 


State 
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SELLING ELECTRICITY ADVERTISERS. 


When You Sell a 


BARR IRON 


It STAYS Sold 


The reasons why our EUREKA 
Smoothing Irons always satisfy cus- 
tomers are: 


More heat for same watt consumption. 

Uniform distribution of heat. 

Longer life in heating element, 

No heat in handle. 

No porcelain to break, 

No wearing of the cord. 
protector 

More simplicity in changing heating 
element. 


(Patent Cord 


Let us send you this !ron at our 
special price to central station men. 

Can be furnished with plug switch 
on the iron. 


THE W. J. BARR 


ELECTRIC MANUF’G CO. 
CLEVELAND, OHIO 


hb bbb bbb 


LAA SL 


Central Stations 


INVESTIGATE 


A thoroughly reliable 
continuous flow IN- 
STANTANEOUS ELEC- 
TRIC WATER HEAT- 
ER from which water at 


any temperature from 

cold to 200 F. can be 

drawn. Such acompact, 

mj} », sanitary and economical 

fe / device is just the thing 

\ for soda fountains, cafes, 

hotels, clubs, doctors, 

dentists, hospitals, barber 

3S shops, manicure parlors 
and the home. 


The only successful competitor of the 
gas heater which it surpasses in every way. 


H. C. K. COMPANY 
30 GREENWICH AVE. NEW YORK 
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She JOS. FALLEK 
Electric Hair Drier 


Put one in your exhibition room and 
demonstrate its advantages to barbers, 
hair dressers and hotels. 

Asa window display, the Fallek Electric 
Hair Drier is one of the most effective 
means of attracting attention to the 
advantages of your service. Send for 
literature. 


JOSEPH FALLEHK 
59 West 2'1st Street NEW YORK 


In writing to advertisers, nention “Selling Electricity.” 
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SELLING ELECTRICITY ADVERTISERS. 


For the Man Who Sells or Directs— 


In other words, for the man who is a producer—a business builder. Our Course in Scientific Salesmanship is 
for every such man. Because our course is a practical science of business building; because it makes men 
stronger in every way; because it leads directly to more sales, greater profits, Gewér budihess and better busi- 


ness. Because it will multiply any man’s earning capacity by 2. 


Not all the salesmen are “‘on the road.’” ANy MAN WHO DISPOSES OF GOODS 
OR SERVICE AT A PROFIT IS A SALESMAN’’ no matter whether he does his work 
“‘on the road,” across a counter, from house to house, or from office to office; 
whether he sells shoes, machinery, clothing, sugar, advertising, real estate 
bonds, telephone service or electricity. 

And the man who directs, either as proprietor or as an employe in an execu- 
tive position is simply a salesman on a big scale. He is trying to build up a busi- 
ness, trying in a hundred ways to make more sales possible, sweating to make 
two dollars grow where only one has grown, striving to increase the MARGIN and 
the VoLumE of his Prorirts. 

We can be of help to all such men, the men who are fighting the blogdless 
but heroic battles of business. We have lent telling aid to 23,500 already, and 
the Sheldon army keeps on growing by leaps and bounds. 

Nearly a thousand concerns in the United States have increased their SELL- 
ING EFFICIENCY by encouraging employes to take the Sheldon Course. 

A sale is a mental thing or process—the intelligent co-operation of one mind 
with another. Every sale must surely be brought about, therefore, not by tech- 
nical knowledge alone, but by the Powrr or Pursvaston—the ability to pur- 
suade another to your way of thinking. You must lead the customer along cer- 
tain mental paths until his mind reaches the conclusion you want it to reach. 
That is salesmanship. Now, the PowER TO PuRsUADE is the result of a MASTER- 
FUL PERSONALITY, and of that only. 

The Sheldon Course develops the personality that gives persuasive power, 
and it does so by teaching six things: 


Character Building, Health Building, Character Reading, Business Logic, 
Business Psychology, General Business Topics. 


This wonderful power to create buslness—this masterful personality that 
PERSUADES, comes as the natural and inevitable result of the development of the 
latent forces within the student. All growth is from within outward. All suc- 
cesful men are men of strong personality. AND ALL MEN HAVE THE MATERIAL 
OvuT OF WHICH STRONG PERSONALITY CAN BE DEVELOPED. 

Great lawyers, great doctors, great scholars, soldiers, artists, actors, states- 
men, are the result of a making process of years—a man-building development, 
Salesmen can be trained and developed just as other men are trained 
and developed. The “born’’ salesman who seems to achieve wonderful 


Splendid Increase 


After taking your Course there 
Was an increase in my sales each 
month, the lowest increase being 
89 per cent and the highest 327 per 
cent. Besides the increase in gross 
sales I can report better goods sold 
than before. I do not hesitate to 
recommed your Course.—Chas. M. 
Falconer, 5 and 7 North Gay 
Street, Baltimore, Md. 


Big Money Returns 
I am enthusiastic over the value 
of your instruction in salesmanship, 
and my selling capacity and earning 


power has increased by fully 300 per . 


cent.—Chas. G. Fosberg, 310 Care 
rol Street, Vancouver, B. C. 


Helped Sell “Jap-a-lac” 


Our salesmen have expressed 
themselves as being very much 
benefited by your Course and state 
they have obtained information 
which has been very valuable to 
them in their work. We think that 
every concern which employs sales- 
men should z#szs¢ upon its men tak- 
ing this Course.—F. A. Glidden, 
Vice-Pres., The Glidden Varnish 
Co., Cleveland, Ohio. 


success, is simply following unconsciously some of the principles we 


have formulated. Eighty percent of our students are veteran salesmen. 
Successful salesmen gain proportionately as much from our science as 
the less experienced, 

In every normal man there are the latent powers which, if drawn 
into action, would make him a business success. In you there are such 
powers, and the Sheldon Course will draw them out, will teach you how 
to them” into a bigger income, greater profits. And if you are 
successful now, we say there are no limits set, and that you can be still 
more successful in proportion as you can master and use our Science of 
Salesmanship. If we can help such men as give testimonials on this 
page, might we not help you? If we can help athousand of the best 
firms in America, might we not help your firm? 


Mail the card today and learn more. We teach by correspondence. 


The Sheldon School 
1060 Republic, Chicago 


THE SHELDON SCHOOL 
1060 Republic Bldg., Chicago 
Please send me more information about 
your Course, I am interested specially in 
the subjects I have checked below. 


Salesmanship ...... Self Development 
ok Ad Writing ...... System and Costs 
Business Logic .....-Self Education 

Business Pyschology. ... . . Science of Retail 
Promotion Merchandising 


All instruction by correspondence. 
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How to Sell Goods 


—How to ginger up a sales force. 

— How to drum business in dull sea- 
sons. 

—How to route, handle and check 
salesmen. 

—How to train, develop and coach 
a sales force. 

—How to secure and organize sales- 
men and agents. 

—How to and how 
to be a good ‘‘clo: 

—How to work the big stick” plan 
of selling goods to retailers. 

—How to handle wholesalers and 
retailers to the best advantage. 

—How to judgea goodsalesman— 
how to hire and how to be one. 

—How to analyze your proposition 
and pick out its selling points. 

—How to make the consumer influ- 
ence dealers to buy your gvods. 

—How to get out of the ranks of the 
“*clerks’’ and become a salesman. 
And hundreds of other vital pointers 

and plans for clerks, city salesmen, 

traveling salesmen, retailers, whole- 

salers, manufacturers, mail order 

houses and advertising men. 


How to Buy at Rock Bottom 


—How to trap a lying salesman. 

—How to close big transactions. 

—How to prevent extravagant pur- 
chasing. 

—How to handle men and make 
quick decisions. 

—How to know to a nicety what 
stock is on hand. 

—Howto avoid penny-wise pound- 
foolish purchases. 

—How to play one salesman against 
another and take advantage of 
every opportunity to get a lower 

price. 

aioe to devise a simple system 
which will bring to your notice 
automatically, all data, prices, etc., 
about a given article. 

~How to formulate a complete 
purchasing and record system for 
a mail-order house, a factory or a 
retail, wh le, or depart: 
store. 

And other priceless pointers on 
purchasing, beyond description, that 
every business man, employer or 
employe, ought to have constantly at 
his finger ends. 


How to Collect Money 


—How to judge credits. 

—How to collect by mail. 

—How to handle ‘‘touchy’’ debtors. 

—How to be a good collector and 
how to hire one. 

~How to organize a credit and 
collections department. 

—How to weed out dishonest buyers 
from the safe risks. 

—How to get quick, accurate, inside 
information about a customer’s 
ability to pay. 

—How to write smooth, diplomatic 
letters that bring in the money 
without giving offense. 

—How to organize your own collect- 
ion agency and force worthless 
debtors to pay without suing. 

How to devise a simple a d ef- 
fective system of insuring prompt 
and periodical collections of all 
your accounts. 

~And valuable information obtain- 

able in no other way, for credit 

men, collectors, accountants, and 
every business man interested in 
this vital department. 


— Yours for 
Six Cents a Day 


Men have sweat blood and spent fortunes to 
learn these very business secrets which now you 
may read at your leasure and master at ease. 
The crystallized experience of practically the 
whole world of business is placed now, and 
for the first time at your instant disposal by the 
Business Man’s Library, described below. 


This library is, in reality, a complete corre- 
spondence course under the great Master Minds 
of Business. Six beautiful volumes, 1,263 pages, 
crammed full of ways of making money. Not 
theories or mere advice, but actual working 
business plans, which you can put into opera- 
tion in your own work tomorrow morning. 


Seventy-eight big, broad men—not mere writers, but National Business 
Men, whose very names inspire respect and admiration and confidence— 
are the authors of the Business Man's Library. Alexander H. Revell, 
founder and president of the great firm bearing his name; Sears, Roe- 
buck & Co’s Comptroiler; John V. Farwell & Co’s Credit Man; Mont- 
gomery Ward & Co's Buyer; Sherwin-Williams Co’s General Manager. 
These are only a few of the big business men who have contributed to 
the Business Man's Library. 


To the man in the private office, this six-volume, Morocco-bound 
Library is welcomed asa guide and constant advisor. To the man in 
charge of other men, either as employer or superintendent, it offers 
practical, working, business methods, tried and proven, which he might 
never have the opportunity to find out himself. And to the worker—the 
man who has hopes above his present position—it shows the short 
road to better days—better salary—more power—eventual success. 


Then add to the help which this Library will bring you, the help 
which you will get from SYSTEM, which stands pre-eminent. the 
magazine of business. 260 to 356 pages in every issue of SYSTEM, and 
you cannot afford to miss a single page of it It makes no difference 
whether you own your own business or whether you are working for 
somebody else; whether you sit in a private office and decide things, or 
whether you stand behind a counter and answer questions—SYSTEM 
will show you new ways of saving time and cutting out drudgery. 

SYSTEM has 300,000 regular readers. It has helped many of them to 
better salaries, bigger profits, that would have been impossible, un- 
dreamed of, withuut SYSTEM. 


Don't waste time and money and effort studying over business problems 
which other men have solved. Don't be content to plud and blunder 
along—to spoil opportunities and waste chances through business igno- 
rance—when practical help, such as this superb Business Man's Library, 
is yours for only six cents a day. 


“This library is a short-cut to more salary, and more business, 
to more knowledge and more power. Worth a decade of ex- 
perien ence.” —JOHN FARSON 

‘I don’t care how smart or bright or clever a man is hecan learn 
a great deal from these six books. I will never part with 
my set.”’ —TOM MURRAY 
“T regard it as of benefit and assistance to any wide-awake 
business-man, no matter who.’’ —CHARLES E. HIRES 
**I wish the work could be brought before every man who wants 
to build a real business career."’ —ALFRED DOLGE 


EASY OFFE type that are usually to te found only in 


costly editions. 1,263 pages that could scarcely be worth more to you if 
each leaf were a $10 bill; and twelve months of SYSTEM—more ‘han 
3,000 pages of current business experience and help, convertible into 
ready cash—and then think of this offer: Only $18 spread out thin over 
nine months—and they are yours at once. Your check or money order 
for $2, or a $2 bill sent today, will start the books to you tomorrow, ex- 
press and every other charge prepaid, and enter your name as a regular 
yearly SYSTEM subscriber. $2 now and §$2a month until $18 is paid. 

s than you probably spend for daily papers; less, surely, than it 
costs you for car fare or the evening smoke. Long before this week is 
out these helpful books, f ordered now, will have a chance to put back 
in your pocket more than their cost. Is the offer clear? ‘here tis 
nothing to sign. Write on your business letter head or state what busi- 
ness you are in. Simply send §2.00 and say I accept your offer in 
SBLLING ELECTRICITy, Send to 


SYSTEM, 151-153 Wabash Avenue, Chicago 


Picture in your mind six handsome gold 
topped volumes, the same binding, paper, 


How to Manage a Business 


— How to keep track of stock. 

—How to train and test employes. 

—How to hire and direct employes. 

—How to figure and charge estimates. 

—How to check deliveries and 
mistakes. 

—How to detect and eliminate 
needless iteins of expense. 

—How to get the most out of those 
under and around you. 

—How to size up the money making 
possibilities of new ventures. 

—How to get up blanks, forms, rec- 
ords and simple systen.s for all 
kinds of businesses. 

—How to devise a perpetual'inven- 
tory system that will tell you every 
day the value cf material on hand. 

—How to turn a losing business into 
a profitable one—how to make a 
profitable business more profitable 
And countless other things, includ- 

ing charts, tabulations, diagrams, 

plans and forms that every man in 
an executive position needs in his 
daily work. 


How to Get Money by Mail 


—How to write ads. 

—How to begin a letter. 

—How to turn inquiries into orders. 

—How to get your reader to ACT. 

—How to formulate a convincing 
argument. 

—Howto write trade winning busi- 
ness letters. 

—How to cover territory salesmen 
can’t reach. 

—How to key ads., circulars and all 
mail sales. 

—How to prepare an enclosure for 
a business getting letter. 

—How to keepcomplete information 
about mail customers at your finger 
tips. 

—How to supplement the efforts of 
salesmen with live, business get- 
ting letters. 

—How to answer, file and follow-up 
inquiries from advertisements and 
those which come in the regular 
course of business. 

And page upon page of practical 
working detail—not only for mail 
order firms, but particularly help- 
ful to those not making a specialty 
of a mail-order business. 


How to Stop Cost Leaks 


—How to detect waste. 

—How to make an inventory. 

—How to figure ‘“‘overhead’’ ex- 
pense. 

—How to systematize an entire fact- 
ory or store. 

—How to cut out red tape in a simple 
cost system. 

—How to keep close watch on ma- 
terial and supplies. 

—How to apportion the right number 
of employes toa specific job. 

—How to decide between piece-work, 
day wages and bonus systems. 

—How to keep tab on the productive 
value of each machine ind em- 
ploye. 

—Howto figure depreciation, burden, 
indirect expense, up-keep, profit, 
loss and cost. 

--How to know every day all little 
details that may turn intoleaks and 

losses of time and money. 

And chapter after chapter of price- 
less plans for: ractically every kind 
of business in which an accurate cost 
system is essential to monev making 
success. 
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Can You Afford to Pay 6 Cents Tribute 
to Prejudice on Every Lamp You Buy ? 


But that’s just what you do every time you pay 
18 cents for new lamps when you can buy Stan- 
dard refilled lamps for 12 cents. 

You spend hundreds of dollars more for lamps 
every year than you need to, and don’t get any 
better lamps—all because of an unjust and an 
unfounded prejudice against the word refilled or 
renewed. 


What’s more, we propose to prove it to you— 
prove it by the final and highest scientific authority 
we have, the ELECTRICAL TESTING LABORA- 
TORIES. 


Prove What? 

Prove that there is absolutely no difference, 
either in life or efficiency, between the new and 
the refilled (renewed) lamp—when the same skill 
is used in the refilling that was exercised in the 
original making. 

Prove that the very common belief that the 
refilled lamp is inferior to and has a shorter life 
than the new lamp—a belief which has been sedu- 
lously cultivated by certain makers of new lamps, 
who, until recently, have sold discarded, imper- 
fect and odd voltage lamps to the public under 
the renewal label in order to discredit the re- 
newed lamp—is erroneous. 

For this proof, we offer the decision of the 
Electrical Testing Laboratories. The question 
came up in the annual “Question Box,” at the 
National Electric Light Convention two years ago, 
and was phrased as follows: 

“With the same care and skill applied, is there 
any reason why renewed incandescent lamps should 
not be as good as new ones?” 

To which the Testing Laboratories replied, and 
the answer may be read on pages 331 and 332 of 
the 1905 report: 


“With the same care and skill ap- 
plied in the manufacture, rating and 
sorting of incandescent lamps, there 
is no reason why renewed lamps 
should not have as high candle-hour 
value as new lamps of the same make 


and type. All other conditions being 
the same, we believe that, in the long 
run, the renewed lamp is as valuable 
as the new lamp. The vital question 
is ‘Have the same care and skill been 
applied?’ This can be determined 
only by a comparison between the 
new and the renewed lamps through 
careful tests. 

“A prejudice has long existed against 
renewed lamps, founded on the fact 
that some renewed lamps have been 
worthless.” 


This much, then, is established—RENEWED 
OR REFILLED LAMPS ARE IN EVERY RE- 
SPECT JUST AS GOOD AS NEW LAMPS, 
IF THE SAME CARE AND ATTENTION ARE 
GIVEN TO THEIR MANUFACTURE. 

Which puts the question up to US to prove to 
YOU, the possible purchaser—not that refilled 
lamps ARE as good as new lamps, for that has 
been decided, has been established scientifically by 
the report of the Testing Laboratories—but that 
we DO refill our lamps skillfully and carefully. 


Do We? 

This is a very simple and natural question—a 
question that can with equal propriety be put to 
any lamp manufacturer—is answered for us by 
the fact that Standard refilled lamps are being 
ordered by a constantly increasing number of the 
best posted users of incandescent lamps, including 
many of the most prominent’ hotels and_ office 
buildings, as well as leading railroads and central 
stations all over the country. 


STANDARD refilled lamps are fully guar- 
anteed, and equal in service any lamp made, 
no matter by whom manufactured or at how 
high a price sold. 

If youare willing to discard prejudice for 
facts, if a saving of 6 cents on every lamp you 
buy is any object to your company, write 
today to 


STANDARD ELECTRIC LAMP COMPANY 


123 Van Buren Street, Newark, N. J. 
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